| ANYBODY WANT TO SELL... 
a copy of “The Reporter Study 
Course in Direct Mail Advertising?” 


Back in 1939 and 1940 The Reporter 
issued a five pound Study Course in 
a very limited edition. All the 
copies were snapped up. During re- 
cent months we have had a number 
of inquiries and orders, but have 
had to tell everyone that there are 
no copies available. One fellow of- 
fered to run a classified ad in the 
magazine, saying that he wanted to 
buy a second hand copy of the 
Course ... but we told him that we 
would run this item instead. So if 
any of you readers have the Course 
and are finished with it, and want 
to sell it... let us know. 


Incidentally, one of our postwar 
plans contemplates revising and re- 
viving the Direct Mail Course. But 
we won’t talk about that until the 
war is over. 


L|}CLEVER PROMOTION STUNT. 

George Rumage of Young Amer- 
ica, 32 East 57th Street, New York 
22, N. Y. has another good stunt. 
On a sheet 24” x 16” he prints the 
pictures of fifteen young boys and 
girls, giving underneath the correct 
name of the individual and a num- 
ber. At the bottom of the sheet, 
George gives fifteen letters, writ- 
ten to the Editor of Young America, 
each one labeled with an alphabeti- 
cal code. There is a reply coupon 
at the bottom right hand corner. 
Recipients are asked to apply their 
skill by reading the letters, studying 
the faces and then guessing which 
young American wrote each letter. 
It is a difficult job, but interesting. 


RE 


AN APOLOGY 


To our many friends who have 
written us in the past month and 
who have had to wait overly long 
for an answer... our sincere apolo- 
gies. Ever since the old John Howie 
Wright days of Postage and the 
Mailbag, we have always tried to 
follow the rule of answering every 
letter on the day received, or as 
quickly thereafter as possible. 


The events of the last month have 
upset the works ... but we are 
beginning to get caught up. 


Thanks too for the many ietters, 


- messages, and cals about BLACK 


MAIL. Part of its success is due to 
the personal missionary work done 
by our friends in all sections of the 
country. Sales have reached around 
the one quarter million mark, and 
the end does not seem to be in sight. 


We are still hoping that,as a re- 
sult of BLACK MAIL, some one in 
the government or in Congress will 
take some decisive, effective action 
toward eliminating this particular 
misuse of the mail. 


|| BEST LOOKING BOOKLET OF 
THE MONTH. 8'2” x11”, 68 page, 
four color beautifully illustrated 
booklet issued by Thompson Prod- 
ucts, Inc., 2196 Clarkwood Road, 
Cleveland, Ohio. The purpose: to 
tell the story of the business before 
and during the war and the prepa- 
rations being made for the years 
following the war. It was designed 
for stockholders, customers, vendors 
and friends, as a substitute for an 
actual visit to the plant. Well done 
in every way. 
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| HERE’S A NEW ONE. A certain 
advertising publication made a third 
class permit indicia mailing to coun- 
try newspapers. The envelope ad- 
dressed to The Fremont News- 
Messenger, Fremont, Ohio, was 
returned to the sender imprinted 
with a specially made rubber stamp. 
A pointed hand bore the message, 
“Return to Sender” and that hand 
pointed toward the corner card. 
Opposite the hand appeared this 
message—“Refused by The News- 
Messenger. Not Interested — Con- 
sidered Waste.” The envelope had 
not been opened. 


Is this some sort of a new trick 
on the part of the small town pa- 
pers to discredit or discourage 
Direct Mail? We hope The News- 
Messenger of Fremont, Ohio, uses 
that stamp on several envelopes 
containing checks, or other material 
of vital interest to them. 


(ISUPER EXCELLENT EM- 
PLOYEE BOOKLET. American 
Airlines, Inc., LaGuardia Field, New 
York, N. Y. have just produced a 42 
page and cover booklet which in our 
opinion is tops. The title is “Wel- 
come to American.” The unusual 
cover is a beautiful processed repro- 
duction of part of a wooden wall, 
with all types of employee uniform 
caps hanging on pegs. The booklet 
is a friendly conversational descrip- 
tion of what a new employee should 
know about the company, its rules, 
its facilities for employees, etc. 
Most of the sections are illustrated 
with cartoons. Must be seen to be 
appreciated. Perhaps __ interested 
readers can find some way to obtain 
a copy. 
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This is no time for a letdown! Business must perform 
4 as miraculously in reconversion as in war. Fighters Bone 

: ( want no leaf raking when they return... only the 
¢ Re | opportunity to work and live and grow, in their own ® pie 


way. Business will do the greatest advertising and 











selling job in the nation’s history, produce more and 
employ more, keep America strong. Do your share by Sa 
helping customers plan postwar printing now. And ; lio 


when the time comes, give them Champion paper! 









THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO ... CANTON, N. C. .. . HOUSTON, TEXAS  , 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, = © 
Tablet Writing and Papeteries . . . 2,000,000 Pounds a Day 
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“The primary purpose of the Post 
Office Department is the transmis- 
sion of social and business corres- 
pondence and the dissemination of 
information.” 


Those few words quoted from the 
annual report of the Postmaster 


\ ' General cover the work of what is 


probably the largest business or- 
ganization in the world. 


It is an organization that did over 
one billion dollars worth of business 
in the 12-month period ending Sep- 
tember 1, 1944 and from the latest 
available figures, received trans- 
ported and delivered over 32 billion 
pieces of mail weighing approxi- 
mately 3% million tons (almost 2 
billion pieces were handled for other 
government departments under the 
penalty privilege). 


However, those figures don’t in- 
clude the story of its bank (Postal 
Savings) with assets of over 1% 
billion dollars and approximately 3 
million depositors nor the 350 mil- 
lion checks (Money Orders) total- 
ing 4% billion dollars that it is- 
sued and cashed. 


And... all of this at a profit too. 
The Post Office has, for the second 
successive year, turned money back 
to the Treasury Department repre- 
senting a definite surplus in its op- 
erations. This surplus included no 
credit for free services rendered to 
the public and other government de- 
partments and agencies which at 
regular postage rates would have 
amounted to $122,343,000.00 
to complete the picture there are 
1526 Army installations in the con- 
tinental United States, and 356 
others located in every quarter of 
the globe, not to mention a total of 
2035 points in which the Navy De- 
partment has postal facilities, and 
through these the Department 
handled free of charge 2% billion 
pieces of mail for the men and 
women of the armed forces.) 


Now let’s take a quick look at this 
department without which your 
business or mine couldn’t possibly 
exist as it does today. | 
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..- Over 32 BILLION Pieces 


By EDWARD N. MAYER, JR. 





Edward N. Mayer, Jr., is Presi- 
dent of James. Gray, Inc., New 
York. He is also... President 
of The Mail Advertising Service 
Association, Vice-President of the 
Direct Mail Advertising Associa- 
tion, and active on the Boards of 
the Graphic Arts Victory Commit- 
tee and the National Council on 
Business Mail. He is a (or the) 
recognized authority on postal 
matters. A recent issue of “En- 
velope Economies,’ h.m. of the 
Tension Envelope Corporation, 
was devoted entirely to the Post 
Office ... and Mr. Mayer supplied 
the material. We asked him to 
revise and amplify it for the very 
informative article we give you 
here. H.H. 











(Just | 





Even though the Post Office 
handles more than 32 billion pieces 
of mail and 14 billion dollars in fi- 
nancial transactions, it conducts this 
tremendous business with a force of 
only 1482 people in Washington. 
(Compare that to the average Gov- 
ernment agency.) Years ago the 
Department realized that its busi- 
ness could best be handled by a de- 
centralized organization ... . so it 
started to decentralize. But in the 
face of that plan we have fewer 
Post Offices today than we had at 
the turn of the century. 


In fact, in 1901 there were 76,945 
Post Offices (the largest number in 
the entire history of our country) 
while today there are only 42,680. 


Examine those figures further and 
you find some other interesting 
facts. In 1901 there was a Post Of- 
fice for approximately every 1,000 
people, and that Post Office revenue 
was $1.43 for each living American. 
In 1942 there was only one Post Of- 
fice for every 3,000 people, but the 
revenue for each person was $7.08. 
That’s a set of figures any large (or 
small) company might well envy. 


The latest figures show that the 
railroads of America received (in the 
1943 fiscal year) 125 million dollars 
from the Post Office, while the air- 
lines received 25 millions. That’s a 
little set of freight charges which 





should give you an idea of what it 
means to get your letters delivered. 
Just for the record ... the number 
of miles flown by the airlines in de- 
livering air mail in 1943 amounted 
to 88,595,162 miles (over 95% of the 
miles scheduled), and the railroads 
traveled the small distance of 
486,466,650 miles. While the trains 
were moving, the mail clerks sorted 
and distributed over 20 billion 
pieces of mail (13 billion were 
letters). 


But don’t forget the motor ve- 
hicles .. . they were anything but 
idle—there were 68,234 of them and 
they covered 96,220,249 miles (7 mil- 
lion more than the airlines). 


One of the most amazing figures 
in the Post Office records however, 
is the infinitesimal number of let- 
ters. and packages that find their 
way to the dead letter office. True, 
there were 15,437,258 letters that 
were impossible to deliver but 2,- 
968,510 were returned to the senders 
and the balance that had to be de- 
stroyed represented less than 1/25th 
of 1%, which in the face of bad 
handwriting and worse addressing, 
should give you some idea of the 
accuracy of the men and women 
who handle your mail. 


You might like to know that 
there was $195,733.91 in actual cash 
included in the dead letters but of 
this amount the Post Office was 
able to return almost $150,000.00. 
They did, however, find loose in the 
mails an additional $36,943.35. All 
of which proves people are a lot 
more careless with their money than 
they think they are. 


There were also 353,582 unclaimed 
parcels which were finally sold at 
public auction and brought in $110,- 
292.26. This sum doesn’t include the 
more than 100 tires unclaimed but 
kept for use by the Post Office nor 
the 2 tons of metal turned over to 
the Washington Navy Yard and even 
now being used for ships and bombs 
and bullets to confuse our enemy. 
Neither does it include the 4000 
pounds of secondhand clothing given 
to charitable organizations for dis- 
tribution to the needy. 
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A few more interesting facts ... 
in 1943 the Department bought 
among other things—2,916,616 pen- 
cils, $25,198.23 worth of ink, 7,- 
920,000 pen nibs (yes, I know—not 
one single one of them would write), 
3,018,010 pounds of twine, $67,863.53 
worth of soap, $16,038.00 worth of 
towels (these two figures have noth- 
ing to do with obscene literature 
that had to be cleaned up before go- 
ing through the mails), 1,441,460 de- 
scent lamps, 9,000 flashlight bat- 
teries, $31,622.80 worth of sewing 
thread (to repair mail bags, of 
course), 11,964,002 gallons of gaso- 
line and 12 lawn mowers. (Whether 
the lawn mowers were to cut the 
whiskers off some of the bad jokes 
about the Post Office, I don’t know 
. .. but I do know that in a recent 
survey of all Government agencies, 
the Post Office was given first place 
for excellent care of its supplies, 
buildings and ground). And, God 
Bless America, they bought 6,308 
flags! 


Just one other thing .. . the Post 
Office is probably the most coopera- 
tive and helpful of all Government 
agencies. Several years ago when 
I asked one of the top Post Office 
executives for some suggestions, he 
worked out with me the following 
hints . . . you may have seen them 


but here they are again... they’re 


still valuable. 


1. Count the pages of your booklets 
and catalogues. A 24-page booklet 
with at least 22 pages printed costs 
only 8e per lb. to mail. A booklet 
of less pages, while perhaps less 
costly to print, costs 50% more to 
mail. Check your costs—even in 
the face of paper shortages it may 
be cheaper over all to make your 
pages smaller and print 24 pages 
instead of 20. 


2. Weigh your mail—it’s cheaper 
than counting it. Learn the regula- 
tions covering Section 562 P. L. & R. 
which permits you to mail in bulk 
and pay by the pound, rather than 
the piece. 


3. Identical does not mean identical. 
Identical in Post Office parlance is 
literal only in the physical sense. 
Under Section 562 P. L. & R., if the 
physical details are identical the 
copy can change on every 20 pieces 
and still be permissible mail mat- 
ter under this section. 


4. Don’t open fan mail. Remember, 
the only way to reship it from a 
broadcasting studio to the main of- 
fice or mailing house is unopened, 
by third or fourth class mail. If you 
open it, you’ll have to pay first class 


postage in order to get it to your 
central point. 


5. Special Delivery and _ Special 
Handling don’t go together. Don’t 
ever use both on the same package. 
Special handling gets first class 
handling for you only to Post Of- 
fice addressed. Special Delivery gets 
the same thing plus a special mes- 
senger to deliver it when it arrives 
at its destination. 


6. Mail it at the right time. Get a 
train schedule from your Postmas- 
ter. You'll find it saves time on de- 
livery. He’ll show you that you may 
save as much as 24 hours on de- 
livery by getting your mail to his 
office at 3:30 instead of 4 o’clock. 


7. Check your mailing list—nobody 
else will. Get instructions on the 
use of Form 3547. The greatest com- 
pliment to your prospect is his cor- 
rect name and address on the mail 
you send him. Correct addresses 
Save you money, too. 


8. Zone numbers speed delivery. 
Add the proper zone number to 
every name on your list... and add 
it to the address on your regular 
correspondence. The Post Office 
will put zone numbers on your whole 
list, be it local or national—FREE. |} 
Check with your Postmaster... 
you'll help yourself .. . and him, too. 





CREDIT WHERE CREDIT 
IS DUE! ° 


Dear Henry Hoke: 


In your June issue of The Re- 
porter we note on Page 1 an article 
entitied, ““_New Post Office Payment 
System.” 


Apparently, you are not aware 
that the National Council on Busi- 
ness Mail has been advocating this 
plan for many years, and credit, in 
some measure at least, should be 
given for the creation of this Postal 
Note System to the National Coun- 
cil on Business Mail, Inc. 


As you will note from the enclosed 
application blank the reverse side 
sets forth the program of the Coun- 
cil, and this subject was one of dis- 
cussion at our annual meeting of the 
Board of Directors in January, and 
was projected as one of the planks 
we were vigorously working for 
during the current year. It is our 


4 


belief that the work of the National 
Council has prompted the Post Of- 
fice Department to recommend to 
the Postal Committees the adoption 
of this plan. 


We know that your sense of fair- 
ness in your writings will prompt 
you to give credit where credit is 
due, and we hope that you will not 
overlook the fact that the National 
Council on Business Mail conducted 
this educational program on behalf 
of Postal Notes and eventually won 
the officials of the Post Office De- 
partment over to this idea. 


Very truly yours, 


C. A. Bethge, 

Chairman of the Board, 
National Council on Busi- 
ness Mail, Inc., 

105 W. Monroe St., 
Chicago 3, Ill. 


Reporter’s Note: Here’s your 
credit Charlie Bethge ... and con- 
gratulations! 


|| PRIVATE SECRETARY BOOKS. 
In the February 1944 issue of The 
Reporter we praised and described 
the excellent book, “So—you want 
to be a Private Secretary,” by Mar- 
tin H. Perry of London, England. 
We said in that item that we be- 
lieved this book to be one of the best 
ever written on the subject. As a 
result, many subscribers asked us 
to obtain a copy for them. 


After months of delay and fussing 
around about bank exchanges and 
customs receipts, we finally re- 
ceived the package of books from 
London. To be safe, we ordered 
more than we actually needed... 
so we have a small supply left. They 
cost us approximately $1.00 each 
... soif any of you want a copy we 
will be able to fill orders as long as , 
the supply lasts. We probably won’t 
have the ambition to go through the 
red tape of ordering another ship- 
ment. 
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“We think it is important to select display types to stress that part 
of our story often difficult to put into words. For our multi-purpose 
test instruments, Stymie Bold and Kaufmann Bold suggest practical 
utility... while Onyx and Bodoni symbolize the precision that charac- 
terize our temperature gauges. For other applications, Brush, with its 
smooth hand-letter quality, connotes action and informality with per- 
fect legibility. Many desirable overtones are provided by others of the 
wide variety of ATF faces. They are vigorous but dignified . . . have 











SYDNEY CASSEY 
Advertising Manager 
WESTON ELECTRICAL 
INSTRUMENT CORP. 
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2 Have you a copy of the ATF Red Book of ) 


Types? If not, send for one on your letter- 
head. Also, single page showings including 
complete alphabets of the following and 
other ATF faces. 


Alternate Gothic No. 2 


Lydian Cursive 
BALLOON EXTRABOLD 





strong attention value without being flamboyant, and are consistent 
with the spirit of our products and the leadership of this Company.” 


AMERICAN TYPE FOUNDERS 


THIS ADVERTISEMENT IS SET IN GRAYDA. NEWS GOTHIC EX. COND.. THE SPARTANS. AND BERNHARD GOTHICS 








Gada PEM 





200 Elmora Avenue, 
Elizabeth B, New Jersey 





Gentlemen Prefer . . 


Is the title of a 9” x 12”, 12 page 
booklet recently issued by The 
Weatherhead Company, Cleveland, 
Ohio, (manufacturers of vital parts 
for the automotive, aviation, refrig- 
eration and other key industries.) 


Several readers of The Reporter 
sent us copies of this brochure in- 
dicating their disapproval. “A waste 
of paper.” 


We don’t know. We will send it 
to George Kinter of Advertising 
Highlights for an expert opinion. 
He’s an authority on sex in adver- 


tising. At any rate, the explanatory 
first page foreword in the Weather- 
head piece reads as follows:- 


“War correspondents who have fol- 
lowed our men in uniform to the far 
corners of the worid have been unani- 
mous in reporting that the American 
fighting man has retained his sense of 
humor under the most adverse condi- 
tions. The same can be said of the men 
and women fighting the war on the 
home front. The enclosed sketches by 
E. Simms Campbell, one of the coun- 
try’s foremost glorifiers of the Ameri- 
can girl, are taken from the current 
advertisements run in jobbing publica- 
tions by The Weatherhead Company. 


my 





“What a ‘line he has— 
he must be a Weatherhead salesman!’ 





If they help brighten your day by giv- 
ing you a few chuckles, we will be 
amply repaid.”’ 


On the following eight pages are 
large crayon drawings with a small 
caption underneath. Some of the 
pictures and captions are a “little 
raw.” We are reproducing one of 
the most innocuous. The final two 
pages of the booklet display a few 
of the products manufactured by 
Weatherhead. 


Perhaps the booklet isn’t a waste 
after all. The ads in the jobbing 
publications must have gotten at- 
tention ... and added humor dur- 
ing a difficult selling period. Com- 
bining the humorous drawings in 
one booklet, tied the campaign to- 
gether ...and should have made 
an impression on the particular 
prospects in the Weatherhead trade 
field. Perhaps we may be wrong 
... but we have seen paper wasted 
during wartime on more illogical 
projects. 


A NEW YORK 
DIRECT MAIL DAY 


On Friday, Oct. 20, 1944, the Di- 
rect Mail Advertising Association 
will conduct a “New York Direct 
Mail Day” at the Roosevelt Hotel, 
New York. 


A Business Meeting of all DMAA 
Members who can be present is 
scheduled to be held Thursday eve- 
ning, Oct. 19th, Hotel Roosevelt, 
Room K, Second Floor, at 7 o’clock. 


Members present at the Business 
Meeting will hear reports of the 
officers, elect members of the Board 
for the ensuing year and act upon 
any other business matters that 
may lawfully come before the meet- 
ing. The report of the Nominating 
Committee — Leonard J. Raymond, 
Chairman, Francis deW. Pratt and 
Arthur W. Theiss—proposes the fol- 
lowing to fill the three vacancies on 
the Board of Governors: 


Carleton W. Richardson, Vice- 
President, United Business Service 
Company, Boston, Mass. 


Dale Wylie, Sales Promotion Man- 
ager, Iron Fireman Manufacturing 
Company, Cleveland, Ohio. 


Richard Messner, Vice-President, 
E. E. Brogle & Company, New York. 
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Prominent Users of Strathmore Letterhead Papers: No. 50 of a Series 
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does your letterhea 
say “SERVICE”? 


Wartime crowds pack Boston’s world-famous hotel, which once 
catered to Sarah Bernhardt, Ulysses Grant, Charles Dickens, and 
the great seers and poets of New England. Opened in 1856, the 





modern Parker House of today commands a loyal army of friends 


who call it unique in comfort, food, and warm friendly service. 


Expressive of a great tradition is the dignified Parker House 
letterhead on Strathmore paper. With lighter weight paper a 
wartime necessity, quality in your letterhead paper is all-essen- 


tial. The Strathmore watermark is your assurance of that quality. 


Strathmore Papers for Letterheads: Strathmore Parchment, 
Strathmore Script, Strathmore Bond, Thistlemark Bond, 
Alexandra Bond, Bay Path Bond, and Alexandra Briiliant. 








MAKERS 


STRATHMORE 2: 


PAPERS 
Strathmore Paper Company, West Springfield, Massachusetts 


PAPER IS PART OF 


TODAY’S 
PICTURE 


Current Strathmore advertising 
points out how essential paper 
is to the war effort, features 
leading industries that use 
Strathmore in their Victory 
programs, stresses the point 
that good letterheads help 
maintain the reputation every 
firm is guarding today. 


x*rk 
This series appears in: 
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UNITED STATES NEWS 
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SALES MANAGEMENT 





















What Is Sales Promotion? 


The Question Is Put Aptly in the 
Following Interesting Letter. 


Dear Mr. Hoke: 


I have just read in the August “Ad- 
vertiser’s Digest” an address before 
the Sales Executives Club of New York 
by Richard H. Grant, retired Vice 
President in charge of sales, General 
Motors Corporation. 


In this article he gives certain 
“musts” which sales management 
must follow if they are going to have 
a successful selling organization. 


In among the others are a few par- 
agraphs devoted to sales promotion, 
which I have copied on attached sheet. 
This is an idea of sales promotion that 
is something entirely new to me—in 
fact, I don’t understand his stand- 
points at all. 


‘I always thought that sales promo- 
tion had to do with all sorts of sup- 
plementary programs designed to help 
the sales department and field repre- 
sentatives in their work of selling 
their company product. I never 
thought of it as having to do with 
putting on banquets and getting up 
programs for the salesmen. I thought 
a function of sales promotion was to 
help in all kinds of work that will 
assist our salesmen in putting on pro- 
grams for distributors or the general 
public. 


I thought of sales promotion as hav- 
ing to do with the sending out of liter- 
ature designed to assist the buying 
public and distributors in knowing the 
product the salesmen are engaged to 
sell—not a lot of “fireworks and a lot 
of hooey and trimmings,” but refer- 
ence literature. 


I always thought of catalogs and 
bulletins as a part of sales promotion. 
In fact, everything that would assist 
the salesmen in their field work. 


I always thought of strictly trade 
paper and national advertising as dif- 
ferent from sales promotion, although 


coming in under its general classifi- 
cation. 


I never thought that the function 
“of sales promotion is to educate your 
own people. It has nothing to do with 
the public,” which is how Mr. Grant 
defines it. 


At your convenience, can you tell 
me how this definition of sales pro- 
motion clicks with your idea of the 
subject? 


I never in the world read any word 
in your publication that would indi- 
cate any such interpretation, nor did 
I ever hear such an interpretation 
from any other source. 


I may have been asleep at the switch 
for the best part of a generation. Can 
you help straighten out my confusion? 


Very truly yours, 


L. L. Brastow 

Director of Sales Promotion 
The Trumbull Electric Mfg. Co. 
Plainville, Connecticut. 


P. S. If Mr. Grant’s interpretation is 
correct, my “title” is phoney. 


And here is Richard Grant’s in- 
terpretation: 


Next comes sales promotion. 


When I find a man running a big 
organization and he tells me he has 
his advertising department and his 
sales promotion department together, 
I know right away that that man does 
not know what sales promotion is. 


They should never be together in a 
big organization. In a small organiza- 
tion, where economy is necessary, it 
is probably best to couple them up. 


The function of sales promotion is 
to educate your own people. It has 
nothing to do with the public. If you 
want to put on a banquet and you had 
a sales promotion man he would put it 
on for you. If you wanted to have 
some guests particularly well enter- 
tained he would probably do it for 
you. When you bring a group of sales- 
men in he is the fellow who gives them 
the latest there is on their particular 
goods. But he has nothing to do with 
the public. 


There is a great misunderstanding 
about this sales function. People are 
too inclined to think it is a lot of fire- 
works and a lot of hooey and trim- 
mings that are unnecessary. But I 
do not think anybody can run a good 
sales organization when he does not 
educate it constantly. And that is the 
function of the sales promotion de- 
partment, 


Reporter’s Note: I agree with Mr. 
Brastow. This is no time to be quib- 
bling over definitions. Sure 
salesmen have to be trained but that 
is only one part of the sales job. 
All advertising is sales promotion. 
Direct Mail is the hardest hitting 
type of checkable sales promotion. 
In many cases Direct Mail acts in 
place of the personal salesman... 
that is, it displaces personal selling 
entirely. In many other cases, Di- 
rect Mail paves the way, presells 
the prospect and the personal sales- 
man simply becomes the order 
taker. Would Mr. Grant still argue 
that in those situations the Sales 
Promotion Manager should not dab- 
ble in Direct Mail? 


FLEA’S SHARE 


A Tampa dental supply company 
with “nothing to sell,” proves that 
it can at least continue selling good 
sense and good will: 


THE LITTLE FLEA, DOCTOR— 


was crossing the stream, lodged on the 
ear of the huge elephant, and the 
moment they were safely over the 
rickety structure the flea cried: 


“My, but WE shook that bridge!” 


Doesn’t that remind you of a lot of 
folks these days who go riding to 
glory on the ear of the elephant? But 
we’ve heard it said that that big mam- 
mal rarely forgets. 


The way we figure it, Doctor, those 
of us left at home in this war should 
only claim a flea’s portion of the 
credit for whatever we contribute. 
For actually, our physical sacrifices 
are so small in comparison. 


The Profession, particularly here in 
our state, is doing such a magnificent 
job for our increased population— 
working harder than ever before, and 
for long hours, 


It gives us a feeling of pride to have 
some small part in your accomplish- 
ment, by supplying you with every 
available commodity to lighten your 
load. Of course, we don’t have to tell 
you that some things just can’t be 
had. But we’re doing the very best 
we can to get the goods you require. 
And— 


Together we'll continue to shake 
the bridge! 


Cordially yours, 


L. M. Anderson. 


Reporter’s Note: Reprinted from 
August issue of always good house 
magazine “Letters” issued by The 
Wolf Envelope Company, 1749 East 
22nd Street, Cleveland 1, Ohio. 
Seems to this reporter that the Flea 
letter strikes an unusual and right 
note. There’s been too much brag- 
ging in wartime advertising in spite 
of all the good efforts of the War 
Advertising Council, the Graphic 
Arts Victory Committee, the Adver- 
tising Federation and others. Copy 
writers are too prone to. shout 
“Zitchs Nuts and Bolts are winning 
the war.” The flea letter illustrates 
the opposite technique. And it may 
point out a good moral: Sometimes 
it pays, especially in Direct Mail, 
to low pressure rather than high 
pressure. Too many people, espe- 
cially in mail order, go after the 
prospect with hammer and tongs 

. and scare ’em to death. 
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Sone who read these lines will remember him—others 
will place him through tradition. He is a fixed character 
in the American background, the ztenerent composttor. 


Long before typesetting machines ever clicked he 
would stroll into the printing office from somewhere 
back East, and after an interview with the proprietor 
would take his place at the case. He might stay a few 
weeks or a few months, but he seldom took root. The 
glow of the Western horizon lured him onward. One 
morning he would be missing, and the shop struggled 
on with the fragments of knowledge he left behind. 


NOW AVAILABLE. Complete and comprehensive Guide Book 
of Essential Wartime Printing and Lithography. 64 pages (8H- 


x 11—) of detailed description and information on every government 
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They called him a tramp printer. He was indeed a beloved 
bum, representing one of the fine arts of printing, type- 
setting. He was a fountain of knowledge and experience, 
a living lexicon. He had set books and speeches for the 
mighty. He spread the fine points of a great craft all 
over America. 


The last of his kind has long been dead, but his spirit 
still haunts the shop, and ‘“‘hand set’ still bespeaks 
class in craftsmanship. Such pioneers helped style the 
whole printing business into the sales vehicle 
it has become today. 


public relations problem which can be aided by printed promotion. 
We shall be glad to obtain a copy for you . . . or write direct to 
Graphic Arts Victory Committee, 17 East 42nd St., New York City 
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The design above appeared on a 
3%” x 6%” card which was enclosed 
in a very excellent form letter mailed 
recently by B. W. Adams of Adams 
Letter Service, 227 North Wyman 
Street, Rockford, Illinois. Mr. Adams 
sent a copy to this reporter with his 
“amen” to the suggested “quit your 
crabbing club” in the May 1944 
Reporter. Mr. Adams claims that 
his letter created a “land-office” 
business. We are glad to pass it 
along as an example of good selling. 


Date: of little consequence 


ORDER YOUR 
FREE “GRIPE SALVE” TODAY .... 


The original of this little quip came 
to my desk some time ago. We have 
reproduced a few copies from a rub- 
ber plate on our multigraph and en- 
close a copy for your desk. * 


With the “paper stretcher’ worn 
thin... nerves frayed to the breaking 
point and with too much with too little, 
we thought this enclosure quite timely. 


The day can’t be too far off when we 
will look back and diagnose our 
troubles as a mild case of the old fash- 
ioned “American Gripe!” Something 
similar to poison ivy—breaks out all of 
a sudden, but with the proper soothing 
ointment is soon nothing more than a 
memory. | 


We can and do soothe a lot of frayed 
nerves—in fact you may get immediate 
relief when you apply our mailing 
service. In some cases we have pre- 
scribed our multigraph letters, which 
are compounded by experts and are 
exact facsimiles of individually typed 
copy. Testimonials are on file that our 
mimeographing is clean, clear and 
legible, consistently ...a perfect an- 
tidote for form letters, bulletins, 
graphs, ruled forms, charts, post-card 
notices and a multitude of minor busi- 
ness ills that plague most people to 
death. 
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agaee had no shoes and complained until 
g 1 met a man who had no feet.” 





‘ 


When you feel “itchy” and can’t see 
how some particular job is going to be 
accomplished in the allotted time, why 
not order a free sample of our “‘Ameri- 
can Gripe” salve. If we can’t help you, 
you’re not out anything but a few sec- 
onds of your time (Our ’phone is Main 
3061). 


Remember—tTrial order of “Ameri- 
can Gripe” salve is Free with every in- 
quiry—and it’s prescribed by experts. 


Sincerely, 


B. W. ADAMS 


_|GOOD! The house magazine B-B 
SHOTS started last month by By- 
er & Bowman Advertising Agency, 
203 East Broad Street, Columbus 
15, Ohio. Four page 8'%"x 11” offset 
affair. Four short typewritten items 
to a page—each illustrated with ap- 
propriate cartoon. It’s refreshing 

. because it’s so different from 
the usual type of Advertising 
Agency advertising. No stuffed- 
shirt business here. Friendly copy 
contains a lot of good-natured kid- 
ding—directed at times toward the 
Agency itself, such as 


Maybe running an advertising agency 
isn’t such a bad business after all. Ac- 
cording to Advertising Age, nine agen- 
cies will bill out $20,000,000 and more 
this year. The leader will bill out 
$72,000,000. It’s a body blow to pride, 
but we confess B & B hasn’t even a 
nodding acquaintance with such astro- 
nomical accounting. But we manage 
to discount all bills, pay life insurance 
premiums on time and get the kids an 
occasional ice cream soda. We’ve never 
sneered at the advertiser whose re- 
sources are limited. If you have an 
advertising problem, regardless of the 
expenditure involved, you'll find us 
ready, willing and able, 


After reading the first two issues, 
we'd predict that B-B SHOTS will 
be a business builder . . . if it is 
kept as conversational, interesting 
and unassuming as it is at present. 
Some highhat advertisers we know 
could profit by the examples set by 
Byer & Bowman. Good luck to 
them! 


_|AN OUTSTANDING COMMU- 
NITY BOOKLET. Many times in 
the past we have talked of the value 
of well planned community promo- 
tion booklets. Now we can tell you 
about one that’s really a master- 
piece. This reporter is particularly 
pleased that it originated from his 
own community—Garden City, L. L., 
New York .. . even though we per- 
sonally had nothing to do with its 
creation. The Mayor of Garden 
City, George R. Murdock, is a pro- 
gressive and hard-headed business 
man, elected under the “Gentle- 
men’s Agreement” which creates 
for Garden City a “government 
without politics.” All members of 
the governing board of the village 
are elected by a non-partisan vote 
of the residents, in accordance with 
an agreement adopted years ago by 
the Property Owners’ Associations. 
This policy has been instrumental 
in creating and continuing a spirit 
of unselfish cooperation and a non- 
political attitude with respect to the 
administration of municipal affairs. 


Some time ago the Mayor ap- 
pointed a publicity director ... and 
he showed good sense in selecting 
Frank B. Sohl, who may be re- 
membered by Reporter readers as 
the fellow who designed and cre- 
ated the Convention-by-Mail book- 
let for the Graphic Arts Victory 
Committee. Frank’s first project 
was to produce a booklet-story of 
Garden City ... aimed at possible 
developments in the postwar period. 
He obtained the services of Robert 
Keene (famous photographer and a 
Garden City resident) on his pub- 
licity committee. Together they 
have produced an ideal community 
booklet. Thirty-two pages and 
cover, 84" x 11%”. Beautifully writ- 
ten, composed and illustrated. It 
should serve as a model for many 
similar booklets. You may be able 
to obtain a copy by writing to 
George R. Murdock, Mayor, Garden 
City, L. I., New York. 
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Uniting Handy Andys of East an West 





Yanks have long strengthens International Cooperation. 
been proud of their In the paper industry, too, cooperation 
mechanical skill. But is the order of the day. No one realizes 
in far-off Iran all actual better than International that only 
repair work on thou- through conservation and salvaging of 
sands of American paper can the war demands for this vital 
trucks en route to material be met. 


Russia is done by native [ranians—with 
a minimum of tools. Yank soldiers mar- 
vel at this unexpected ingenuity, call 
Iranians the world’s best make-shift 


mechanics. Grlenational 


Work well done under such dif- 
ficult conditions wins lasting respect — PAPER COMPANY 
220 E, 42nd ST., NEW YORK 17, N.Y, 


* BUY MORE BONDS x 
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The FIFTY Direct Mail Leaders 


The Direct Mail Advertising As- 
sociation is again conducting its an- 
nual Direct Mail Leaders Contest. 
The officers of the Association felt 
that in spite of the war it was im- 
portant to keep this annual event 
going, in order to show how the 
powerful medium of Direct Mail and 
mail order is being used during 
critical times. 


Judging of the 1944 Fifty Direct 
Mail Leaders will be under the di- 
rection of Edward J. Pechin, Ad- 
vertising Manager, Plastics Depart- 
ment, E. I. du Pont de Nemours & 
Co., and President, Industrial Mark- 
eters of New Jersey, who, with four 
other prominent, capable and im- 
partial collaborators, constitute the 
Board of Judges. 


Although most of the readers of 
The Reporter and all members of the 
Direct Mail Advertising Association 
have received notification of the 
contest by mail we are reprinting 
the rules here. 


Rules 


1. The Contest is open to all users 
of Direct Mail and Mail Order Adver- 
tising—provided the campaign does 
not advertise supplies, equipment, or 
service used in the production of Direct 
Mail or Mail Order. The Contest is not 
limited to members of DMAA,’ 


2. Entry fee is $5 payable in ad- 
vance. An additional fee of $5 is to be 
paid by the 50 leading Award Winners, 
when submitting their SIX additional 
identical portfolios, to help offset part 
of the cost of the Contest and physical 
handling of the campaigns. 


3. Instructions and suggestions for 
preparing entry portfolios will be sent 
upon return of the Entry Blank. 


4. Closing date for entry portfolios 
to reach DMAA headquarters shall be 
5 P. M., Monday, October 2, 1944. 


5. One portfolio of your complete 
campaign shall be submitted with the 
understanding that if chosen for the 
Fifty Direct Mail Leaders’ Exhibit, SIX 
additional identical portfolios will be 
supplied by you. Awards will be made 
only when this rule is complied with 
and the second fee of $5 has been paid. 
Fees not returnable. 


6. Specimens entered must have 


been produced between September 1, 
1943 and August 31, 1944, Attractive 
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colored labels of uniform design bear- 
ing name of the entrant will be affixed 
by the Association on all winning cam- 
paigns. 


7. Producers, with their clients’ 
permission, may enter campaigns pre- 
pared for their clients. The letter out- 
lining the purpose of the campaign and 
results secured must be on the client’s 
stationery and signed by an executive 
of the client’s company. Awards will 
be made in the name of the actual user 
of the campaign and the user will be 
notified of the award. Producers, how- 
ever, will be given certificates show- 
ing their names as producers of cam- 
paigns that win places in the exhibit. 


8. The Campaign shall be judged 
by a Committee of five to be appointed 
by the Chairman of the Contest Com- 
mittee, one of whom shall be a mem- 
ber of the Association’s Board of Gov- 
ernors, and of the others, three shall 
be users of Direct Advertising and one 
a producer or supplier. 


9. Campaigns shall be judged with 
consideration of the following factors: 
(1) Results or Effectiveness, (2) Plan 
and Continuity, (3) Copy (including 
“Value to the War Effort’), (4) Design 
and Physical Appearance. 


10. No member of the DMAA Board 
of Governors, nor anyone connected 
with the Association in any other of- 
ficial capacity, shall be eligible to en- 
ter specimens for these awards. 


11. All Winning and Honorable 
Mention Campaigns will be displayed 
at local Direct Mail, Advertising Clubs 
and other Graphic Arts group meet- 
ings throughout the United States and 
Canada during the 1944-45 season. No 
specimens will be returned to entrants. 


12. There shall be no appeal from 
the decision of the Judges. 


13. All checks for payment of en- 
try fee to be drawn and mailed to Di- 
rect Mail Advertising Association, Inc., 
17 East 42nd Street, New York 17, N. Y. 


As this issue goes to press we 
understand that the number of en- 
tries are already far ahead of for- 
mer years. It is still not too late 
to enter and we urge all readers of 
The Reporter to consider placing 
their campaign in the contest. Show 
your stuff. 


All Winning Campaigns will be 
prominently displayed by, and dis- 
cussed in, local Direct Advertising 
Group meetings in all important 
cities throughout the United States 
and Canada during the latter part 


of this year and 1945, and at Adver- 
tising Clubs and Exhibits. Then 
they will be placed for permanent 
display with leading universities 
and colleges selected by the Board of 
Governors. All winning campaigns 
will also become a permanent part 
of the Direct Mail Advertising Asso- 
ciation’s Research Library. 


GETTING READY FOR V-DAY 


Going through this month’s crop 
of House Magazines we were inter- 
ested in a number of articles re- 
lating to V-Day. Here’s how Bert 
Barnes, Editor of “The Big Idea” 
excellent h.m. of the United Parcel 
Service ... explains the big day to 
company employees. 


In anticipation of the probable sur- 
render of Germany, Japan, or both, 
the majority of retail stores we serve 
have made special plans, to become 
effective when the announcement ot 
Armistice is official UPS too, has 
made its plans, against the coming 
day of celebration. 


It would take a bit of space to list 
all the rules outlined for both our 
drivers and inside people to follow on 
V-Day, but generally, this is the plan: 


All deliveries will cease for the day, 
should the announcement of the sur- 
render of the Axis come during a de- 
livery week. Should the announce- 
ment come on Saturday, deliveries 
and pick-ups will be made as usual 
on Monday. Should the announce- 
ment be made on Sunday, no deliver- 
ies or pick-ups will be made on Mon- 
day. 


After confirming the Armistice by 
radio or by calling the station man- 
ager, all drivers will cease deliveries 
and return at once to their station, 
or the nearest UPS station should 
they be more than an hour away from 
their own. 


All inside people, 
managers and those necessary to 
check in drivers (cashiers, return 
clerks or mechanics) will be released 
from work as soon as the news is 
confirmed. Immediately upon the re- 
turn of all cars to the stations, and 
the completion of the turn-in opera- 
tion, all stations will close. 


except station 


More complete details may be ob- 
tained from the daily bulletin, and 
in case any of you are not acquainted 
with the full instructions, we suggest 
you ask your station or office man- 
ager about them. 
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INCREASED USE OF DIRECT 
MAIL AFTER WAR 


A recent survey by Edward Stern 
& Company (Philadelphia creative 
printer) reveais that direct mail and 
printed promotion will be used on 
a much wider scale after the war. 


Of the companies reporting, 87% 
expect to use direct mail after the 
war while 63% will use it more than 
ever before. 


Over 42% of the firms publish- 
ing house magazines reaching cus- 
tomers and prospects will increase 
their use, monthly mailings will be 
continued by 67% of the publishers. 
Not quite so great a change is to 
be expected among publishers of 
internal magazines, although 35% 
of the concerns issuing them will 
make greater use of them than 
before. 


The survey shows the trend to 
be expected in the use of printing; 
comparing volume, mailing fre- 
quency and number of colors, be- 
fore the war, wartime, and period 
immediately following the end of 
the war. 


While the greater use of color 
is a trend in most forms of promo- 
tional printing, two colors are be- 
coming almost standard in house 
magazines. In the external group 
71% will be in two colors, and there 
will be an increase from 2% to 5% 
in full four color. Among those 
publishing internal publications 
(some houses more than one pub- 
lication each), 75% will use black 
and white and 50% two colors, and 
there will be less use of three and 
four colors than in the past. 


The use of catalogs will increase 
markedly, with 52% expecting to 
enlarge the volume of use. 


There will be an increase in the 
number of companies using institu- 
tional booklets if present plans are 
carried out, since only 26% of firms 
now send out such material, as 
against 29% supplying them before 
the war and 32% who believe they 
will have institutional booklets pre- 
pared when it is over. Of the con- 
cerns issuing such booklets, 47% 
expect to increase their use and 
only 15% think they will supply 
less than before the war. 
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paper that’s just as sparkl if 
crisp, permanent and impressi 
the war! 

Always a number one choice for distin- 
guished letterheads, all-rag Anniversary 
Bond is now a greater-than-ever value. 
because many non-rag and part- tag papers 
tend to be grayish, have a drab ° ‘newsprifit, 
look,” due to wartime shortages of bleach-“ 
ing chemicals. 

Made entirely of new, clean cotton cut- 
tings (no wood pulp used), a//-rag Anniver- 
sary Bond combines strength and a genuine 
quality ‘‘feel” . . . resists repeated erasures 

withstands today’s rough, hurry-up 
handling . . . yet costs you only 4¢ more 
per letter than 25% rag-content stock! 

Talk to your printer, lithographer, en- 
graver or paper merchant . . . and specify 
Masterline a/l-rag Anniversary Bond for 
your next letterhead run or re-run. 


y white, clean, 
as before 


Fox RIVER PAPER CORPORATION 
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MPARISON KIT 


isual proof! Comparative 


samples show at a glance 


why all-rag Anniversary 


Bond is the paper for your 
letterheads . . . printed, 
lithographed or engraved. 
Please request on your busi- 
ness stationery. No charge. 


Write today. 


PAPER 
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An Open Letter to Mr. and Mrs. America 


Written by L. G. Griffin, Teacher, 
Robert E. Lee High School, Ro- 
senberg, Texas, Upon Learning of 
the Death of His Former Pupil, 
Arthur Berkman, Killed in Action 
on the Italian Front, Jan. 12th, 
1944, 





Monday I heard that Arthur 
Berkman of the Class of 1942 had 
been killed in action. 


At first I was filled with rage at 
the thought that a boy so young 
should be sent to his death. Later 
I said to myself, “What have I ever 
done, what am I doing to deserve 
having Arthur Berkman die for 
me?” A deep humility filled me be- 
cause only two short years ago this 
boy had sat before me in English 
class. Had I at that time given him 
the best that was in me as a 
teacher? 


Arthur Berkman was a sweet boy. 
I use that word carefully and pur- 
posely because it is sometimes too 
carelessly applied. But Arthur was 
sweet and decent and considerate 
and helpful. He wasn’t made of the 
stuff that goes to make a ruthless 
warrior; rather: did he have the 
mannerisms of one whose touch 
must have been gentle to those 
physically ill, and the smile and 
handclasp that cheered those low 
in spirit. 

What can I do to be deserving of 
the complete sacrifice made by such 
a lad? I feel like a Judas or a Quis- 
ling when I reckon how little I’ve 
done so far. True, I can add up 
the balance side of the ledger and 
say, “What a great patriot am I,” 
but my patriotism hasn’t caused me 
any pain or any “giving till it hurts.” 
Life has been too normal, too easy 
for me to be able to face Arthur 
Berkman and feel that we’ve shared 
equally in a great crusade. 


Wherever Arthur is tonight I 
want him to know that from now 
on I’m going to play my infinitely 
insignificant role to the utmost. Im- 
agine having to be asked to buy 
bonds; imagine chiseling a little 
extra gas so that my lazy body 
won’t have to strain itself; imagine 
using points for meat that doesn’t 
belong to me! Imagine indulging in 
these petty, lousy actions while 
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American school boys gamble with 
their lives—and lose them—for me. 


One other gesture I’m going to 
make for Arthur Berkman of Si- 
monton, Texas. Arthur was of the 
Jewish faith—that same faith which 
gave us Jesus Christ and the mor- 
tal men who helped him found that 
religion of brotherhood and love 
that the majority of us profess to 
believe. The next time I hear a 
Slighting remark made about the 
Jewish people I’m going to Say, 
“Arthur Berkman, an American of 
Jewish faith, died for you. I won- 
der at your pride and arrogance— 
and ignorance.” Arthur wouldn’t 
have said that, however. He prob- 
ably would have said, “Father for- 
give them, they know not what they 
do.” 


Yes, Arthur Berkman, R. H. S., 
’42, died that we might live. He 
died so that. we might enter his 
high school and be nurtured by the 
thoughts once given to him. He 
died so that my children can enter 
the Robert E. Lee School each morn- 
ing, unafraid, rather than duck, 
terror-stricken, into a bomb shelter. 
I hope we’ll be worthy of Arthur. 


L. G. Griffin. 


Reporter’s Note: We are glad to 
give extra circulation to this inspir- 
ing letter which first appeared in 
The Houston Chronicle, Houston, 
Texas. 


ANOTHER GOOD SUGGESTION 
Dear Henry: 


Is not the zone number now an 
essential part of a person’s street 
address? Letters in the daily press 
say the addition of zone numbers 
will entail an expense on the Tele- 
phone Companies. Some write that 
so few (?) people have telephones; 
others that few people refer to tel- 
ephone directories for street ad- 
dresses, etc. But why can’t this 
change be gradual? There are thou- 
sands of changes in every new edi- 
tion of a large city’s telephone di- 
rectory, so why not start to give 
the zone number on these changes? 
Some contenders say that to in- 
clude zone numbers would limit a 


a 


directory’s page to three, instead 
of the present (N. Y. City’s) four, 
columns. Remember I opened cas- 
ually to one page on which I counted 
430 listings. On all but 28 of these 
430 there was sufficient space to 
add the two-digit zone number in 
parenthesis. Why penalize the 400 
because the street addresses of the 
28 required the full line? 


Sincerely, 


Gridley Adams, 
149 East 37th Street, 
New York City. 


Reporter’s Note: Most assuredly, 
the telephone directories (all direc- 
tories) should start to include zone 
numbers—for the zone numbering 
system is here to stay. No use for 
anyone to buck it .. . for it increases 
the efficiency of the Post Office De- 
partment. 


_| GREY ADVERTISING AGENCY, 
INC., 166 W. 32nd St., New. York 1, 
N. Y., is now publishing a baby 
brother of “Grey Matter,” that often 
mentioned super-excellent monthly 
house magazine. The new brother 
will concern itself with that “baby” 
advertising medium—television. 


It will be issued monthly. 
Say the Editors: 


“Television, in our opinion, is des- 
tined to become the major medium 
for national advertising. That may 
not eventuate for five years or ten 
years. But the choicest as well as the 
least expensive plums in television ad- 
vertising will be picked by those who 
grow up with this infant prodigy of 
the advertising world. 


We intend to grow up with televi- 
sion. Perhaps you’d like to start in— 
right now—on the ground floor; pre- 
cisely as we are doing. 


That’s why we've started ‘Televi- 
sion Grey Matter’—and that’s why 
we’re sending “Television Grey Mat- 
ter’ to you. 


We sincerely hope that this little 
bulletin will save you time getting 
acquainted with this bewildering new 
advertising medium; that it will help 
point the way to profitable use of this 
new advertising medium. 


There’s a fascinating new advertis- 


ing world right ahead of us. Let’s ex- 
plore it together.” 


THE REPORTER 






























'|SUCCESSFUL LETTER. James 
Gray, Inc., 216 East 45th Street, 
New York 17, N. Y., recently mailed 
the following letter to its large list 
of customers and prospects: 


August 16, 1944 
Gentlemen: 


If you need a list of bedspring man- 
ufacturers or want to rent a calliope 
for a publicity stunt... if you would 
like to kiiow the most economical way 
to send a bulk mailing, to learn the 
air mail rate to Venezuela or even the 
name of a local concern that still has 
pre-war torches for a political cam- 
paign ... just phone GRAY. 


Our business is still photo lithogra- 
phy, printing, letter producing, ad- 
dressing and mailing ... but if your 
problem has anything to do with ad- 
vertising or promotion, we can prob- 
ably help you solve it (and if we can’t, 
we'll tell you who can). 

Call as often as you wish. There’s 
no charge. Just phone MUrray Hill 
2-9000 and ask for Miss Cole. 


Sincerely yours, 


(Signed) JIM GRAY, 
cdm James Gray, Inc. 
July 27, 1944 


P. S. Items such as left-handed 
monkey wrenches and pails of 
steam are frozen ... at least for 
the duration. In short, this serv- 
ice is suspended to practical jokers 
until victory is assured. 


We understand that the letter was 
extremely successful . .. although 
a surprisingly few number of peo- 
ple caught the deliberate error in 
the two dates. 


THE SECRET IS OUT! 


We’ve always wondered why Bill 
Feather, the so-prolific editor of so 
many house magazines, writes such 
short and scarce personal letters. 
He explains all in latest issue of his 
own publication. 


What stops me from writing good 
personal letters is that the pages of 
this publication have to be filled each 
month. If a letter begins to shape up 
into something that looks printable, I 
snatch it from the typewriter, do a 
bit of editing, and send it to the print- 
ing plant. 


My friends must be content with 
words and thoughts that could not 
possibly have any money value in the 
literary market. I could explain this 
to them in a personal letter, but that 
would be impolite. This seems a 
better way. 


THE REPORTER 
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Me, I’m MARRIED... 


with a wife and two small kids, and Pa and my 
young brother trying to swing a 240-acre farm 
that'll be mostly mine some day... Ma has a bad 
heart, and she worries. The baby ts kind of delicat-, 
too... Sol need to know what’s going on back 
home. Got a big investment there . . . My letters 
_ used to come in batches, four-five weeks old, always 
some missin’, just likea jigsaw puzzle... Then Ma 
found out about V-Mail. Now all of them write 
shorter letters, more often. I get ‘em eight to ten 
days regular... Big relief not to have to go ’round 


full of unfinished business...” r, 
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Ordinary mail takes weeks to arrive, comes 
too late to satisfy servicemen hungry forhome / 
... 50 V-Mail was started; special forms which 
can be quickly processed into film strips, flown 
‘ by big, fast transport planes, reproduced near 

. destination points, delivered fast, private and 
personal. Write always on V-Mail forms. Send 
shorter letters, but more often, the fastest way! 
...Cct V-Mail forms from stationery, drug, 
department, variety stores. Or accept with our 
compliments a sample packet of six. Address— 


Make it V-MAIL! 


PITNEY-BOWES POSTAGE METER CO 
2079 Pacific Street, Stamford, Conn. 


Originators of Metered Mail, world’s largest manufacturers of Postage Meters, 
which print postage for business mail... now devoted to war production. 








Letter Writing Problems Become News 


On August 17th, The New York 
Herald Tribune carried an interest- 
ing story on the problems of letter 
writing. Just in case the readers of 
The Reporter missed this item, we 
are reprinting the article in full: 


U. S. EMPLOYEES TOLD TO — 
WRITE PLAIN ENGLISH 





Clarity in Letters, Saving Paper, 
Words, Tempers Stressed in 
Lesson Series 





Washington, Aug. 16.—Because let- 
ters to the public from the Sociai Se- 
curity Board have been found as dif- 
ficult to read as scientific journals the 
board’s training division has prepared 
a series of six brief bulletins instruct- 
ing all government employees on how 
to achieve clarity and conserve words, 
paper, and the public temper. 


Instead of writing “The forms are 
obsolete and should be consigned to the 
receptacles utilized in disposing of 
your daily accumulation of trash,” Fed- 
eral employees are instructed to say it 
thus: 


“Since the forms are obsolete, throw 
them away.” 


The series, first circulated among 
the 12,000 employees of the Social Se- 
curity Board in Washington and 
throughout the country, has so im- 
pressed the Bureau of the Budget that 
it has ordered samples sent to all gov- 
ernment agencies. 


Using the formula developed in the 
readability laboratory of Columbia 
University, the bulletins report that 
one of the Federal board’s administra- 
tive orders is as much more difficult to 
read than scientific journals, than the 
iournals are compared with ‘True 
Story” magazine which is in the “easy 
to read” class. The “Yale Review” 
classed as “difficult,” is even easier to 
follow than the average government 
letter to a member of the public, the 
bulletin observes. 


“Do we have to use such long 
words?” asks one bulletin before it 
suggests using: 


“Many people” instead of “a substan- 
tial segment of the population,” “get 
the facts” instead of “ascertain the 
data.” 


“Unnecessarily long, technical or 
highbrow words,” the bulletin asserts, 
“give readers the impression that we 
are: Legalistic bureaucrats making 
things more difficult than they are.” 


“Are government workers people?” 
demands the caption on another of the 
series. Answering its own question, the 
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bulletin declares “we are usually nor- 
mal when we talk, but put a pencil in 
our hands or a stenographer at our 
side and a mysterious change takes 
place. Some claim that the flesh turns 
to stone and blood to ice water.” 


The bulletin then asserts that “no 
human being” would talk this way. 


“In further reference to your re- 
quest, attention is called to the fact 
that the Social Security Board is con- 
cerned only when the matter affects 
the Federal social security laws.” 


“Readers of government ‘literature’ 
sometimes get the impression that no 
human being exists, anywhere,” the 
bulletin warns, urging “let’s write the 
way we talk—let’s be human.” 


Milton Hall, chief of the training 
division of the Social Security Board 
-and author of the series, consigned the 
following examples of “government- 
ese”’ to oblivion. 


“Pursuant to your request,” “Please 
be advised,” “you are advised,” ‘we 
wish to advise,” “pending receipt,” 
“transmitted - herewith,” ‘attached 
hereto,” “action thereon,” “at your 
earliest convenience,” “promulgate the 
policy,” “hold in abeyance,” and “in 
further reference.” 


Parenthetically this bulletin sums 
the whole idea up. 
(“Let’s ditch the whole tribe.’’) 
e 


_|ANOTHER VOL. 1, NO. 1. Ar- 


thur Martin Karl, the well known list 


broker at 25 W. 45th St., New York 
19, N. Y. has started a four page 
magazine, “The Mailers Bulletin.” 
It is written in breezy and interest- 
ing style. Because it contains worth 
while information, we are reprinting 
the Editor’s Column from the first 
issue: 


One problem connected with Direct 
Mail has always fascinated us. It con- 
cerns the perennial complaint of mail- 
ers that their run did not come up to 
their test. Experienced mailers have 
given up trying to fathom the cause or 
they have laid it to one of three pos- 
sible reasons. 


One is that list owners are a dishon- 
est lot. Another is that by the time 
their campaign has reached its peak, 
the duplication of names on all the 
lists in the mails pulls down the re- 
sponse. The third is that the test was 
not a large enough sample. 


Now, while the first cause may be 
true in a few cases, it certainly is not 
true in the majority of instances, We 


know this because we have absolute 
control over many lists and know ex- 
actly what names are given on tests. 
For our own satisfaction, we have 
from time to time split lists up into 
extremely small sections and followed 
through with the greatest accuracy. 
The runs often had no relation to the 
tests. 


The third cause is best defined by M. 
M. Swartz’ famous example. If you 
flip a coin, often enough, theoretically 
it should turn up half the time to heads 
and half to tails. Practically, it rarely 
does this, as you can prove by flipping 
yourself a sample of say ten throws. 


Assuming that the list owner is hon- 
est, that your mailings are not so broad 
that duplication would matter, and 
that you have an adequate sample, let’s 
go on a philosopher’s holiday. Suppose 
we make tests of three good lists. Test 
A makes quota, Test B does better than 
quota, and Test C falls below. 


We, of course, go ahead and mail the 
better than quota list and the list that 
made quota. We reject the third list, 
and in doing that we nullify our own 
set-up. for determining averages. For 
we never know whether the list which 
flopped on the test might not have 
pulled through on a larger mailing. 


We don’t want to imply that a mail- 
er should run a list which tested poor- 
ly, but it might not be a bad idea to 
retest those lists which almost reach 
quota and to mail cautiously on those 
that seem too good to be true. 


THE COMMA SITUATION 


“The comma, aS everyone knows, 
is a small, curlicuish, dot and tail, 
frequently employed, altogether 
helpful, but, we begin to feel, some- 
what overused, although not, as one 
might think, impossibly abused, 
mark of punctuation. 


“The comma, after all, is com- 
mon, but that, in itself, is not, per 
se, anything against it. Many of 
the common, everyday, frequent 
helps are sturdy, fundamental, 
weight-bearing stones. 


“One, however, is, periodically, 
reminded that some writers, not all, 
but some, use the comma without 
restraint. A _ little comma _ sense 
(pardon!) in writing is helpful. Too 
many commas are like too much 
salt in chowder—the excess cam- 
ouflages the true flavor.”—Christian 
Science Monitor. 


From “The Pick-Up”, United 
Parcel Service. 


THE REPORTER 





|| MEMO TO SENATORS BURTON 
K. WHEELER AND ROBERT R. 
REYNOLDS. Do you know that our 
scouts around the country are still 
watching for evidence of the misuse 
of the franking privilege? On Au- 
gust 4th, a Reynolds franked enve- 
lope was mailed from Washington, 
D. C. to a dummy (or fake) name 
placed on the mailing list of the 
American Coalition. The envelope 
contained a letter from Senator 
Reynolds endorsing an_ enclosed 
booklet furnished by the American 
Coalition. (Hardly within the law.) 
The letter was a typical America 
First appeal. It is another case where 
a United States Senator is allowing 
an outside organization to use his 
frank for propaganda purposes. This 
is a North Carolina Senator not writ- 
ing to his own constituents, but 
broadsiding to a national list. 


During August a name in a small 
town in Pennsylvania received a 
franked envelope from Senator 
Wheeler, containing a speech in de- 
fense of Finland. For some reason 
or other, the Post Office did not post 
mark Wheeler’s frank so we cannot 
tell from what point the envelope 
was mailed. But why is Wheeler al- 
lowing his frank to be used on an 
obviously national mailing list? 


Why doesn’t the Senator restrict 
his use of his frank to the citizens 
of Montana? 


When will we get someone in 
Congress courageous enough to ex- 
pose and reform the abuse of the 
franking privilege? 


WHAT D’YOU KNOW! 


Did you know that during the 
month of May, 1944, the number of 
individual pieces of V-mail sent 
overseas to our fighting men 
reached a total of 31,390,833? 


And did you know-this gave ex- 
actly 31,390,833 chances to REAL 
AMERICANS to write to our fight- 
ing men WITHOUT whining about 
how tough it is to live at home 
under a patriotic system of ration- 
ing that makes things fair for ev- 
erybody ? 


From August Issue of The 
Case Eagle, h.m. of J. I. Case 
Company, Inc., Racine, Wis. 
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Revised ...Up-to-Date...Free! 


THE HAMMERMILL MANUAL 
OF PAPER INFORMATION 





SECOND EDITION 


Lists all Hammermill papers ...Tells what grades, colors, 
weights, finishes, sizes are now made...Conveniently indexed! 


Send for the revised edition of this timesaver! 


OU will want to keep this sec- 

ond edition of the HAMMERMILL 
MANUAL OF PAPER INFORMATION 
on your desk for ready reference. 
You will find it a useful and com- 
pact guide which will save you from 
wasting time ordering papers not 
being made today. 


Hammermil! Paper Company, Erie, Pa. 


Please send me—free—a copy of the second 
edition of the Hammermill Manual of 
Paper Information. 


It tells at a glance what Ham- 
mermill papers are available. It will 
save your time and help you specify 
paper sizes that cut economically, 
in quantities that handle and ship 
conveniently. The new manual is 
free. Just write today or mail the 
coupon below for your copy. 











a 
FREE! ss 
Mail this | 
coupon now! : oraee 
| Position 
| 


BUY BONDS AND KEEP THEM 


(Please write on, or attach to, your company letterhead.) 


RDMA-AU 








_|A NOTEWORTHY CHANGE. The 
famous Direct Mail department of 
the McGraw-Hill Publishing Com- 
pany has been in the news for years. 
Its manager, David F. Beard, has 
been on many Direct Mail conven- 
tion and advertising club programs. 
His Direct Mail test case histories 
have been studied avidly by all the 
people in the business. 


This is to report that Dave Beard 
recently left McGraw-Hill to join 
the Reynolds Metals Company as 
Advertising Assistant to the Vice 
President. All of his friends will 
wish him the best of success in his 
new work. He is being replaced by 
a good man ...H. C. (Hank) Hen- 
derson, who has been directly con- 
nected with the mail circulation de- 
partment of McGraw-Hill for the 
past twelve years. Mr. Henderson 
is widely known in Direct Mail cir- 
cles aS a very active member of the 
Board of Directors of the Direct Mail 
Advertising Association. 


“.. BY BIRTH... BY FAITH” 


Receiving a letter from an organ- 
ization that calls itself the Gentile 
Cooperative Association, a Peoria, 
Ill., attorney, replied: 


Mr. Eugene Flitcraft 
Gentile Cooperative Association 


Dear Sir: 


By chance of birth I am a Gentile, 
but by faith I am a Christian, and so 
I hope that I shall never become so 
bewildered or confused that I should 
lend my aid to any association that 
seeks co-operation in business with 
members of any particular race or 
religious faith; and most surely I 
should not discriminate against any 
one who by birth belongs to the race 
of Jesus Christ. 


As a matter of fact, two of my sons 
are now in the armed forces because a 
contemptible moron (Hitler) has con- 
fused so many people into racial and 
religious prejudices, that it has be- 
come necessary for the United Na- 
tions to liquidate the terrific military 
machine he has built on hate. It would 
be a sad commentary upon the intelli- 
gence of humanity if while our sons 
are giving their lives to the correction 
of this error, we should start to com- 
mit the same error in their absence. 


Very truly yours, 


H. D. Morgan. 


Reporter’s Note: Even though 
we’ve already used another letter 
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from the August issue of “Letters” 
issued by The Wolf Envelope Com- 
pany, 1749 East 22nd Street, Cleve- 
land 1, Ohio ... we must reprint this 
one, too. 


The Gentile Cooperative (or Pro- 
tective) Association racket is fa- 
miliar to this reporter and inciden- 
tally to those who have read a cer- 
tain book by the name of “Black 
Mail.” There should be more H. D. 
Morgans ... who would burn up 
the mails replying to the solicita- 
tion of the Dillings, Smiths and all 
the others who attempt to spread 
hate under a postage stamp. 


_}|UTA CANCELS CONVENTION. 
In cooperation with the Office of 
Defense Transportation, the United 
Typothetae of America has can- 
celled for the third successive year, 
its annual convention, normally held 
in October. The Association’s Board 
of Directors will hold a_ business 
session and war problems confer- 
ence, to which aii members are in- 
vited, November 1-2 at the Hotel 
Carter in Cleveland. The election of 
officers for 1944-45, business of the 
National Association and the wel- 
fare of the commercial printing in- 
dustry will comprise the agenda— 
no entertainment being planned. 


‘UNUSUAL MAIL ORDER SUC- 
CESS STORY. N. Tully Semel, 
President, United Distillers Prod- 
ucts Corporation, Amston, Con- 
necticut sends up a copy of a rather 
sloppy looking, but extremely spicy 
house magazine, together with some 
copies of one sheet mimeographed 
monthly letters sent to dealers. Mr. 
Semel tells us that the mimeo- 
graphed letters brought in a volume 
of $300,000 in new business from a 
total mailing list of 1800 ... and 
also placed United Products on sale 
in three states previously closed to 
them. He stated: “We sell our en- 
tire output by mail and expect to 
continue doing so, in spite of our 
present 580 percent increase in pro- 
duction and our contemplated in- 
crease to 2000 percent.” Mr. Semel 
attends to this Direct Mail work 
personally, as a hobby. 


We pass this case along to the 
readers of The Reporter ... as an- 
other proof that Direct Mail has been 
used as the sole selling medium in a 
field which customarily depends al- 
most entirely on mass coverage ad- 
vertising and personal salesmen. 


LIST. BROKERS FORM 
NATIONAL COUNCIL 


Because of the great need to 
unify their operations, the nine 
largest brokers have formed “The 
National Council of Mailing List 
Brokers.” ° 


The main purpose was to secure 
greater cooperation between mailers 
and list owners. 


Members 


The members are C. W. Davisson, 
D-R List Bureau, Arthur M. Karl, 
Willa Maddern, James M. Mosely, 
D. L. Natwick, Edward Proctor, C. 
H. Ruby, and C. H. Youngren. 


Officers 


Arthur Martin Karl was elected 
Chairman, Willa Maddern Secretary, 
and Edward Proctor Treasurer. 


The Council encourages all mail- 
ers to write the Secretary about any 
problems relating to the use of lists 
and mailing. The members are al- 
ways glad to help. The address is 
215 Fourth Avenue, New York 3. 


INTERESTING 


Every now and then somebody digs 
up an interesting combination of the 
initials found at the lower left corner 
of many business communications: 
letters that say such things, for ex- 
ample, as HOT/dog; HUG/me; 
SAY/whn and WE/sin. 


From the always interesting 
“In Transit,” h.m. of the At- 
lanta Envelope Company, 
Atlanta 1, Ga. 


Reporter readers should be able 
to discover curious examples of 
such initials. We'd like to have 
some actual specimens. Send them, 
in. 


THE REPORTER 


A HOT BLAST AGAINST WASTE 
Dear Henry: 


As you know, I follow your maga- 
zine rather closely. 


I have been reading with interest 
all of the comments being made 
about combing mailing lists and cut- 
ting down the consumption of paper. 
Personally, I think that the users of 
mailing lists and the users of paper 
are doing a pretty conscientious job 
on these two scores. In recent weeks 
though, I have seen some horrible 
examples of what producers in both 
fields are doing. Recently, I pur- 
chased a list of 12,000 names from 
a mailing list house in your city. 
This purchase of 12,000 names fol- 
lowed a previous purchase of 2,000 
names for testing purposes. The 
2,000 name test proved out well. The 
number of letters returned by the 
post office was about two or three 
per cent, which is normal. 


However, when we purchased the 
12,000 names which were supposed- 
ly from the same list, over 1,000 let- 
ters came back from the post office. 
I told the Chicago representative 
of this company about the large re- 
turn of mail and he told me that 
he was surprised to learn that we 
put a return address on our cir- 
cular mail. He couldn’t see why we 
Should go to this expense. He said 
that other companies don’t put the 
return address on their circular 
mail—they just let undelivered mail 
go into the dead-letter office. I told 
this gentleman that we wanted to 
know exactly how well our letters 
pulled and that we were not inter- 
ested in spending money and using 
paper for prospects that no longer 
existed. I told him, further, that I 
had the 1,000 returned letters here, 
which I would be glad to return to 
New York for correction. He said 
that he would write his company 
about it. 


About a week later, this gentle- 
man phoned me to Say that the presi- 
dent of the company said that he 
did not care to have the return mail 
sent back to him; that we should 
just destroy it. Obviously, this com- 
pany doesn’t want to correct their 
lists because if they did, it will re- 
duce the number of names they can 
Sell. What this guy doesn’t know 
is that I’ll never buy another name 
from him. | 


THE REPORTER 


It seems to me, Henry, that more 
emphasis should be put upon the 
source. It is mailing list houses that 
really control the big volume of 
names. 


Another horrible example that I 
received was a giant-sized letter 
from a paper house in Maine. The 
damn letter must have measured 
18” x 24”, and in the letter, the 
company stressed the value of di- 
rect mail. It’s companies like these 
who are going to spoil it for all 
of us who try to do a conscientious 


job through the use of the mail. 
I wrote the advertising manager of 
this company a friendly letter, call- 
ing the error to his attention, but 
I have never received a reply. 


Robert Stone 

Director of Sales 

American Bandage Corporation 
325 West Ohio Street 
Chicago 10, IIl. 


Reporter’s Note: Sorry you didn’t 
mention names. Blasts like yours 
may help to clean up the mess! 
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LINWEAVE « SPRINGFIELD 2, MASSACHUSETTS 
FINE PRINTING and ENGRAVING PAPERS .. ENVELOPES to MATCH 
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AHREND CLIENTS 


have won 


NATIONAL AWARDS 
IN THE LAST 2 YEARS 


Your Inquiry is Invited 


* 


Planning, Creating and Producing 
RESULTFUL ; 
Direct Advertising 


D. H. AHREND CO., INC. 


52 DUANE ST., NEW YORK 7, N. Y. 
WOrth 2-5892 








“Dear Miss: Under separate cover, we 
are sending you a generous sample of 
our famous Dandruff remover.” 


ARE YOU REACHING 
THE RIGHT PEOPLE? 


For your next mail promotion use a 
list of right people . .. people who 
are known to be buyers of products and 
services similar to your own. We don’t 
own lists but we do know where to get 
them . . . 2,000 privately owned lists 
—more than 80 million names—are reg: 
istered with us and available on a rental 
basis. Cost is low—service is fast. Tell 
us the people you want to reach—we’ll 
make suggestions without obligation. 


D-R SPECIAL LIST BUREAU 


(DIVISION OF DICKIE-RAYMOND, INC.) 
80 Broad Street . Boston 10, Mass. 
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_JA TRICKY CATALOG. If you 
want to see a good example of a 
tricky and economical catalog write 
to Bar Mart, 62 West 45th Street, 
New York 19, N. Y. and ask for its 
little folder entitled ‘Matchless 
Gifts.” It is a self mailing affair, 
measuring 34” x5%”, in the form of 
an oversized match case. One side 
of the cover is used for the address, 
return card and postal permit. The 
other side for the title and the slo- 
gan at the bottom, reading, “Strike 
a Good Buy Here.” Recipient must 
tear the cover open on a perforated 
line. Inside, instead of matches, a 
series of twenty-four small sheets 
are sitched to the cover. Each sheet 
contains a picture and description of 
one product. On the reverse side of 
each sheet is an order form for that 
particular product. Inserted behind 
the sheets is a miniature business 
reply envelope just large enough to 
hold the order slips. Inside the 
cover is a short sales talk about Bar 
Mart. It is a clever job and we un- 
derstand is working very effectively. 


_|A TIMELY BOOKLET. The Lin- 
weave Association, 21 Cypress Street, 
Springfield 2, Massachusetts has 
just issued a 3%” x 6%”, 28 page 
booklet entitled “Presidential Infor- 
mation.” It is a complete guide on 
all the details concerning our presi- 
dents,—the records of and votes for 
each. Makes interesting and in- 
structive reading in this election 
year. Copies of book are available 
at all Linweave merchants. 


ANOTHER GOOD FRIEND OF 
DIRECT MAIL GONE 


Summerfield Eney, Jr., outstand- 
ing craftsman of the past half cen- 
tury, died in Woodstock, N. Y., Aug. 
19, after a prolonged illness. 


Known to fellow craftsmen in the 
graphic arts and advertising fields 
as a champion of good printing, 
Eney also enjoyed the reputation of 
a master salesman, paper man, and 
public speaker. 


Several years before the war, 
“Sum” retired-—but with the war, 
was called back into harness for his 
old company The Champion Paper 
and Fibre Company of Hamilton, 
Ohio. At Champion he promoted 


products for letterpress and offset, 
acted as a trouble-shooter, mission- 
ary of good will, mediator and 
“Champion” of good printing. His 
many friends looked to him for the 
last word on many of the problems 
of the graphic arts. 


WORTH PASSING ALONG! 
Dear Mr. Hoke: 


This may be old but I don’t recall 
having seen it mentioned in The 
Reporter. 


In mailing out our regular direct 
mail service—calendars, pocket dia- 
ries, etc.—we have found it impossible 
to keep up with the changes in per- 
sonnel in retail stores in the last two 
or three years. We have, therefore, 
used our old list of individual names 
with the title as originally recorded 
but, to prevent many returns by non- 
deliveries, we attached a sticker to 
each piece mailed, with the permis- 
sion of the post office department 
which reads—“If the person to whom 
this is addressed is not with your com- 
pany, will you kindly pass it on to 
his or her successor.” The result of 
this has been that we have practically 
no returns even though many of the 
individuals on our old mailing list 
have left their old jobs. 


Faithfully yours, 


Theodore Wood 

Mgr. Merchandising Dept. 
American Bemberg Corporation, 
261 5th Ave., New York 16, N.Y. 


Reporter’s Note: Why not add an- 
other line to sticker requesting new 
person to forward correction? 


e 
IMPORTANT 


Once again we are reproducing 
a proof of the monthly Clip Sheet 
issued by the Graphic Arts Victory 
Committee. This one is for Sep- 
tember activities. As previously re- 
ported, the GAVC compiles the ma- 
terial for the Clip Sheet in coopera- 
tion with the OWI officials and pro- 
gram directors. The GAVC supplies 
mats which the Advertising Federa- 
tion and Advertising Affiliation and 
others in turn supply to local ad- 
vertising clubs and local Graphic 
Arts Associations. 


Readers of The Reporter are urged 
to study this material and use it 
wherever possible in their promo- 
tion. There is a need for advertis- 
ing cooperation until the war is 
definitely over. Don’t let up until it 
is over. Advertising has done a 
good job... and it should continue. 


THE REPORTER 








